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ABSTRACT:  
Hedonic information technologies do not focus on productivity-oriented applications, but rather, on lifestyle-augmentation 
and entertainment. As such users of hedonic IT are provided with benefits related to general enjoyment as opposed to gains in 
organizational efficiency. The main purpose of this study is to investigate this burgeoning phenomenon by measuring several 
value drivers for downloading mobile phone ringtones. Hypothesis testing was performed with PLS techniques applied to 
data collected from 119 ringtone users. Results confirmed that the overall value of hedonic IT is a third-order construct, 
which successfully predicted behavioral usage intentions and positive word of mouth. 
Keywords:
Technology adoption, perceived value, hedonic information technologies, mobile commerce
INTRODUCTION
The field of Management Information Systems (MIS) traditionally focused on organizational, productivity-oriented
technologies and applications. Nevertheless, recent developments of innovative, non-productive, and intrinsically-motivated 
IT artifacts for personal use have stretched the boundaries of MIS research. The new extended scope of IS studies includes 
information technologies that do not directly facilitate organizational processes, but rather provide enjoyment and other 
intrinsic stimuli (van der Heijden, 2004). Such systems have become prevalent in the marketplace: Many contemporary 
technologies are employed primarily for hedonic, lifestyle-augmentation, entertainment, and non-utilitarian purposes. For 
example, users do not expect substantial instrumental gains, if any, when downloading a song, watching a video-on-demand 
over the Internet, purchasing an iPod Nano music system, or playing a video game. Applications that offer these enjoyment-
oriented services are referred to as hedonic Information Technologies (IT). 
The market for hedonic IT has been booming. For example, there were over 2 Million songs available for download online, 
yielding over $1B in profits for record companies in 2005 (Strain & Harari, 2006). In 2006, the online sales of music 
doubled; now 11% of recorded music sales are digital downloads or subscriptions (eMarketer, 2007). This trend has been led 
by US consumers who have already spent over $1.3B on digital music, TV, and movie downloads. This spending is expected 
to approach $7.8B by 2010 (Macklin, 2007). Another example is the online gaming sector, which is expected to produce 
$1.1B in revenues by 2008, capturing 10% of the global video game market (CNET, 2004). As can be seen from these 
numbers, consumers have shifted to digital media for consuming some hedonic services that were previously offered, in part, 
on hard-media. Because this phenomenon has become prevalent, and it represents a lucrative business opportunity, the use of 
hedonic IT and its drivers deserve special attention from MIS scholars. Nevertheless, there is still little research on this 
phenomenon in the MIS literature.
There are many interesting research questions that can be posed regarding hedonic IT. However, the question of how we can 
explain user acceptance of hedonic technologies is a promising one. First, turning electronic technologies and contents into 
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business is one of the key concerns of hedonic IT providers. They need to learn about effective and efficient usage of their 
facilities to generate more usage and sales. Technology adoption research adequately deals with this type of issues (Legris, 
Ingham, & Collerette, 2003). Second, technology acceptance is a prevalent and fundamental research topic in MIS research 
(DeLone & McLean, 2003). Overall, by addressing technology acceptance problems in a new and challenging context, using 
a novel lens, the field of MIS may be advanced.
The view that the employment of any IT is determined by behavioral intentions to use it, whereas behavioral intentions are 
determined by users’ perceptions regarding the system under investigation, has received support in many studies. The most 
commonly applied frameworks that serve as a lens of analysis of behaviors and perceptions of IT users are the Theory of 
Reasoned Action (TRA) (Fishbein & Ajzen, 1975), the Theory of Planned Behavior (TPB) (Ajzen, 1985) and the Technology 
Acceptance Model (TAM) (Davis, 1989). Out of these models, TAM have gained momentum in MIS research because it is a 
parsimonious and efficient model that explains usage behaviors (King & He, 2006). 
Nevertheless, user acceptance of hedonic IT cannot be fully explained by common technology adoption models such as TAM
and its extensions for several reasons. First, TAM was developed for organizational contexts that include applications and 
devices for which individual users did not directly pay for. Second, TAM primarily focuses on extrinsic motivations, such as 
usefulness that is derived from productivity enhancement. Third, TAM typically ignores the social context in which the 
technology is used. In contrast, the use of hedonic IT is motivated primarily by purely intrinsic factors, users may feel that the 
technology improves their social status, and they are often charged for the use of these technologies. Therefore, factors other 
than usefulness and ease of use should be accounted for.
Several studies have tried to overcome some of the abovementioned TAM deficiencies by bringing intrinsic motivators, such 
as enjoyment, into TAM (e.g., van der Heijden, 2004). Other studies examined models that deviate from TAM by 
hypothesizing that different value components, including enjoyment and value-for-money factors, affect usage behaviors
(e.g., Turel, Serenko, & Bontis, 2007). Nevertheless, these studies did not consider a large array of intrinsic predictors
concurrently, which may be important in the case of hedonic technologies. Therefore, it is argued that a model that includes a 
large array of non-instrumental factors, which go beyond merely enjoyment, together with value-for-money factors, is needed
to better understand the adoption of hedonic IT. 
Accordingly, this manuscript takes the perceived value perspective on technology adoption (Lin, Sher, & Shih, 2005), and 
suggests a broad view of value that focuses on various intrinsic motivators. This conceptualization includes the tradeoffs 
between several value components, such as value-for-money, appeal, escapism, intrinsic enjoyment, playfulness and social 
value. The focus on tradeoffs between value components rather than on TAM factors as predictors of adoption behaviors is 
advantageous in the current context because the use of value tradeoffs enables overcoming all of the abovementioned TAM 
deficiencies, including the consideration of a broad array of intrinsic motivators. Our study further extends the technology 
adoption view for the context of hedonic IT. Rather than focusing merely on behavioral intentions to use a technology, this 
study examines in addition another outcome variable, namely willingness to provide a positive word of mouth about the 
technology. This is a powerful combination of outcome variables that can better explain the diffusion of technologies
compared to only behavioral intentions to use them. Overall, the suggested perceived-value perspective of technology 
adoption of hedonic IT advances MIS research by extending the technology adoption literature to hedonic pay-per-use 
contexts, in which value perceptions beyond efficiency and effectiveness are involved. Furthermore, the suggested model can 
be used for generating practical recommendations for providers of hedonic IT. 
The rest of the paper is structured as follows. The next section presents the theoretical foundations and hypothesis 
development. Section three summarizes the research methodology, data analysis, and results. The last section offers a 
summary, outlines conclusions and suggests directions for future research.
THEORETICAL FOUNDATIONS
The investigation of factors that affect user decisions to utilize a technology artifact has been the focus of many MIS studies. 
The key reason for this attention is that technology adoption studies can help bridging the gap between IT as technological 
objects and IT as profit drivers (Legris et al., 2003). Technologies that are not used, whether in organizational or personal 
settings, still cost money, but do not enable stakeholders to harvest the benefits of these artifacts. The key predictors that have 
been used for explaining usage behaviors using the TAM framework are perceived usefulness and ease of use. The 
robustness of the TAM has been demonstrated across many technological contexts (see review in King & He, 2006). 
Nevertheless, it has been argued in recent studies that a value perspective may be more appropriate for explaining the use of 
IT under pay-per-use conditions (Turel et al., 2007). That is, as opposed to organizational systems that have been mostly free 
of charge for users, pay-per-use technologies cost money for every use, and require users to consider a range of value 
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tradeoffs, such as emotional value, value for money, and quality. The consideration of these value components is used as the 
basis upon which users form an overall value assessment, which in turn, helps them develop behavioral intentions. Because 
hedonic information technologies often operate under pay-per-use conditions (e.g., music downloads, online games), and 
focus on intrinsic factors rather than on productivity enhancements, the perceived-value model is more appropriate for 
examining their adoption. Therefore, this study takes the perceived value perspective for examining this issue.
Perceived Value and Its Effects
Perceived value is an assessment that is based on the aggregation of perceptions regarding various product benefits and 
associated tradeoffs. It is defined as a consumer’s overall assessment of the utility of a product or service based on his or her 
perceptions of what is received versus what is given (Zeithaml, 1988). This concept captures a comparison of the ‘give’
(sacrifice) and ‘take’ (gain) components of using any artifact, including information technologies. For example, users may 
simultaneously consider emotional value gains (intrinsic motivators), quality value gains (extrinsic motivators), and a lower
cost of a technology (financial gain), and use this comparison of components as the basis upon which they develop an overall 
value assessment. This assessment is important because it may affect many positive cognitions and behaviors such as 
customer satisfaction (Fornell, Johnson, Anderson, Cha, & Bryant, 1996), usage (Turel et al., 2007) and brand loyalty (Yang 
& Peterson, 2004).
As noted above, perceived value is an assessment that balances a range of intrinsic and extrinsic motivators. Several theories 
may be used for explaining the effect of value assessments on BUI. First, based on the theory of consumption values (Sheth, 
Newman, & Gross, 1991), value assessment affects consumption behaviors. Similarly, it is reasonable to assume based on 
motivational theory (Deci, 1975) that perceived value directly affects behavioral outcomes. That is, both intrinsic and 
extrinsic utility gains are used by individuals for motivating their usage behaviors. Note that in this study, given the special 
nature of hedonic IT, we focus mostly on intrinsic motivations. The PVBUI effect is also congruent with other 
motivational theories, such as the TRA and TPB. Perceived value may be seen as a perception that is based on beliefs
regarding the benefits and sacrifices associated with the use of a product. This perception, in turn, may directly affect user 
and consumer attitudes and behaviors (Dodds, Monroe, & Grewal, 1991). This general relationship has received support in 
previous studies. For example, it has been demonstrated that perceived value directly affects repurchase intentions (Eggert & 
Ulaga, 2002), word-of-mouth (Lin et al., 2005) and usage intentions (Toften & Olsen, 2004).
Out of the many behavioral outcomes that can be influenced by value perceptions, behavioral intentions to use the technology 
and behavioral intentions to provide positive word-of-mouth may be of interest to technology adoption researchers. First, 
behavioral intentions to use a technology are  the key outcome variable in technology adoption research, which serves as a 
proxy for actual use behaviors (Davis, 1989). Second, positive word-of-mouth is a loyal behavior (Zeithaml, Berry, & 
Parasuraman, 1996). It is an intention that does not require individuals to commit for future usage or purchase, but rather 
focuses on individual willingness to recommend the artifact to others and encourage them to use it. It is an important concept 
because it can create viral marketing and affect business growth (Samson, 2006). That is, individuals who may not wish to 
use a technology in the future may still say positive things about it, and thus, affect its acceptance. Overall, these concepts 
together can positively affect the diffusion of technological innovations. 
Given a positive value assessment of a technology (for users) or an expectation for a positive value (for non-users), it is 
reasonable to hypothesize that individuals will be motivated to use the technology in the future, and will develop stronger 
behavioral intentions. Similarly, a positive value assessment can create an atmosphere for affective commitment (McKee, 
Simmers, & Licata, 2006). Individuals under such conditions often seek ways to voice their opinions and influence others 
through positive word-of-mouth (Hirschman, 1970). These relationships received support in previous studies in different 
contexts (Sweeney & Soutar, 2001; Turel et al., 2007). As such, the following hypotheses are suggested:
H1a: The overall perceived value of a hedonic IT is positively related to user behavioral intentions to use this 
technology.
H1b: The overall perceived value of a hedonic IT is positively related to user behavioral intentions to positive word-of-
mouth.
The dimensionality of perceived value in the context of hedonic IT
Perceived value is a commonly researched concept in the marketing literature. Nevertheless, its composition (i.e., the ‘give’ 
and ‘take’ components) is unsettled. Some studies conceptualize perceived value as a unidimensional construct that includes 
all of the give (e.g., reasonable price) and take (e.g., good quality) aspects (Baker, Parasuraman, Grewal, & Voss, 2002). This 
conceptualization, however, may be too simplistic, because it cannot break down the value to its many components. 
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Accordingly, many researchers have developed scales for measuring the various dimensions of value in different contexts. 
For example, Lapierre (2000) has presented a perceived value measure for industrial contexts that included components such 
as alternative solutions, product quality, technical competence, price and effort.  Petrick (2002) has developed a perceived 
value scale for services that includes dimensions such as quality, emotional response, and monetary and behavioral price; and 
Sweeney and Soutar (2001) have developed the PERVAL measure for assessing the perceived value of consumer durable 
goods, comprised of value for money, quality, emotional and social value components. These studies demonstrate that the 
components of the overall value assessment can differ from one context to another.  
While the use of value components as direct predictors of behavioral outcomes is common (Mathwick, Malhotra, & Rigdon, 
2001), it was recently argued that this is conceptually inadequate. Recall that the definition of perceived value is an overall 
assessment. Thus, the component-level value perceptions are expected to be the basis upon which individuals form an overall 
value assessment. This assessment, in turn, and not its components, would affect the outcome variables. Accordingly, it has 
been shown that the concept of perceived value as a second-order factor with first-order components is better than other value 
configurations (Lin et al., 2005). The overall perceived value concept should have formative indictors (the value components) 
because it satisfies the statistical and conceptual conditions for a formative construct (Chin, 2000). Conceptually, the overall 
value assessment is formed by several independent components after one considers their tradeoffs. Statistically, value 
components do not necessarily co-vary. For example, a decrease in quality may not imply a change in enjoyment. Overall, 
the use of a second-order value conceptualization is justified, and has received some support in the literature (Turel et al., 
2007). Thus, this study adopts this conceptualization.
A review of the various value components included in the abovementioned studies revealed some overlapping concepts in 
terms of content, and some concepts that may not be of importance in the context of hedonic IT. For instance, Lapierre 
(2000), Sweeney and Soutar (2001), and Petrick (2002)  posit that  “product/service quality” is a dimension of value. An 
example for a potentially less-relevant component is “technical competence”, which may be more relevant in industrial 
contexts (Lapierre, 2000). Because including all of the value components identified in previous studies is a cumbersome task, 
this study focuses mostly on intrinsic, non-instrumental, value dimensions, that may be of high importance in the contexts of 
hedonic IT. That is, our “overall value” concept captures in fact, only non-instrumental value, and should be renamed 
accordingly for content-validity purposes (Diamantopoulos & Winklhofer, 2001). Nevertheless, it is still believed that the 
overall value in the context of hedonic IT is comprised of mostly, if not exclusively, non-instrumental utility gains. Thus, it is 
believed that it is reasonable to name the concept we measured “overall value”. The intrinsic value components that are the 
focus of this study and comprise this higher-order concept are visual/musical appeal, playfulness, and social value. This study 
also considers value-for-money as the ‘give’ component that is contrasted with the intrinsic gains.
The selected value components are believed to be important in the context of hedonic IT. First, visual/musical appeal is an 
aesthetic response that can be a salient element of any hedonic IT. For example, the musical appeal of downloaded songs and 
visual appeal of websites may affect their perceived value (Mathwick et al., 2001). Second, social value reflects the potential 
social gains attributed to the use of a technology. For example, the use of some wireless services may position users as trendy 
and sophisticated (Turel et al., 2007). This potential value-gain may be considered by some users of hedonic IT. Third, 
playfulness is a value component that captures engagement in activities that are absorbing and allowing individuals to escape 
form the demands of the day-to-day world (Unger & Kernan, 1983). Thus, playfulness gains stem from the use of 
technologies for non-instrumental purposes, and can generate value for hedonic IT users. For instance, a playful website may
help users escape from their job tasks, thus creating non-instrumental value (Mathwick et al., 2001). Finally, these value 
gains are considered concurrently with the cost of using the technology, which is captured by the value-for-money 
dimension. Users that feel that the technology is inexpensive compared to its benefits may be more likely to engage in 
adoption behaviors (Sweeney & Soutar, 2001). Thus, the following hypotheses are suggested:
H2a: The visual/musical appeal value of a hedonic IT is positively related to its overall perceived value.
H2b: The social value of a hedonic IT is positively related to its overall perceived value.
H2c: The playfulness value of a hedonic IT is positively related to its overall perceived value.
H2d: The value-for-money of a hedonic IT is positively related to its overall perceived value.
It has been demonstrated that the playfulness value of consumption has two formative components, namely escapism and 
enjoyment (Mathwick et al., 2001). While escapism value is an intrinsic gain from forgetting the daily tasks and engaging in 
playful behaviors, enjoyment is a broader emotional gain that reflects pleasure. Even though previous studies showed a direct 
effect of enjoyment on behavioral outcomes (van der Heijden, 2004), the relationship between enjoyment and behaviors may 
be more complicated (i.e., mediated through value factors). Accordingly, the following hypotheses are suggested, followed 
by the research model (Figure 1):
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H3a: The escapism value of a hedonic IT is positively related to its playfulness value.
H3b: The enjoyment value of a hedonic IT is positively related to its playfulness value.
Figure 1: Research Model
METHODOLOGY AND RESULTS
Instrument Development and Data Collection
An empirical investigation of mobile phone users who have downloaded ringtones was conducted. Ringtones are 
customizable sounds that replace the regular sounds for incoming calls on mobile phones. These sounds can be downloaded 
from mobile and wired websites, and can have various sound quality, ranging from mono, to polyphonic and MP3 quality. 
Ringtones were selected for the current investigation for two reasons. First, ringtones is a hedonic technology that has a 
monetary cost, and its use is driven mostly by intrinsic factors. That is, users who download personalized sounds to their 
mobile phones pay for them, and do not typically expect instrumental gains such as usefulness and efficiency. Second, 
ringtones have become one of the most popular wireless services. Almost quarter of the US population (23%) downloaded 
ringtones in 2005; and this proportion is much higher (around 50%) in the young-adult segment (18-24) (Telecompaper, 
2005). Thus, it is feasible to find users of this technology, especially among young-adults. Note that actual users were 
sampled for this study, thus their continued use intentions were measured as a proxy for their initial acceptance.  This is 
common practice that ensures that users have some experience with the technology under examination, and have established 
perceptions towards it.
Accordingly, the questionnaire focused on ringtones as a hedonic IT artifact. The first part solicited demographic information 
such as age, sex, and past ringtone usage. The second part included items for the assessment of the research model. The 
measures and their sources are outlined in Table 1:
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Table 1: Constructs and Measures
The survey instrument was administered to 253 fourth year undergraduate students at a North American university. From this 
group, 119 have downloaded ringtones in the past and were willing to participate in this study. All of their responses were 
usable. Note that the proportion of ringtone users in our sample is almost 50%, which makes our sample representative of the 
young-adult segment in North America (Telecompaper, 2005). Respondent ages ranged from 20 to 25 (Average = 21.8 years) 
and 43% were women. Subject experience with ringtone downloads ranged from once to 40 times, with an average of 5.6 
downloads. For each download, they typically paid between less than US$1 to US$5, with an average cost of about US$1.5 
per download. 
The Measurement Model
A preliminary assessment of potential control variables was conducted. Multivariate Analysis of Variance revealed that age, 
sex, number of downloads, and their interactions do not produce omnibus differences in the dataset (the significance of 
Wilk’s Lambda ranged from 0.13 to 0.74) Thus, these control variables were excluded from the structural model. The 
structural and measurement models were then estimated with PLS-Graph (Chin, 1998) because PLS fits small-sample 
predictive research (Gefen, Straub, & Boudreau, 2000), and was used in similar perceived value studies. The second-order 
and third-order factors in the model were operationalized using the repeated indicators approach (i.e., the hierarchical 
component model) (Lohmoller, 1989). This approach is suitable for modeling higher-order factors in PLS (Chin, 1997) and 
was successfully employed in prior PLS investigations (Chin & Gopal, 1995).
All items had acceptable measurement properties (see Table 2). First, almost all factor loadings exceeded the threshold value 
of 0.7. Only VFM3 had a loading slightly below this threshold. Nevertheless, it was retained because its loading was 
significant (p<0.0001) and other validity measures of the construct it pertains to were within acceptable limits. Second, the 
item-to-total correlation estimates for all items have met the recommended cut-off value of 0.35 with relatively small residual 
variances. 
All latent variables also exhibited good psychometric properties. First, an assessment of construct reliabilities for all low-
order factors was conducted. All Cronbach’s alpha values were above 0.7. Second, measures of internal consistency and 
convergent validity, as per Fornell and Larcker (1981) were calculated. Internal consistency measures were greater than the 
0.7 threshold, and convergent validity measures were above the cut-off value of 0.5. The convergent and discriminant 
validities of the low-order constructs were further supported by the matrix of loadings and cross-loadings (Table 4) and the 
inter-construct correlation matrix (Table 3). As can be seen in Table 4, items had substantially stronger loading on the factors 
they reflect than on other factors. Table 3 demonstrates that that the square root of the average variance extracted (AVE) for 
each construct was higher than the corresponding inter-construct correlations. Note that Table 3 shows that BI and PWOM 
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are somewhat highly correlated. This makes sense because positive evaluation of ringtones may similarly affect both of these 
factors, such that many users, who will recommend the technology to others, will also use it. While BUI and PWOM are 
correlated, they are still distinct as demonstrated by (1) the relatively large difference between the square root of the AVE of 
BI and the inter-construct correlation between BUI and PWOM (Table 3), and by (2) the acceptable levels of cross-loadings 
as per Table 4. Overall, it was concluded that the measures were valid.
Table 2: Descriptive statistics for the scales
Table 3: Inter-construct correlations and square roots of AVE of low-order constructs
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Table 4:  Matrix of loadings and cross-loadings
Hypotheses Testing
The PLS analysis yielded path coefficients that comprise the structural model. The levels of significance of these coefficients
were estimated with t-statistics derived from a bootstrapping procedure with 200 re-samples (see Figure 2).
The structural model demonstrates that seven hypotheses were supported and one was rejected (H2b). The results indicate 
that escapism and enjoyment are used by individuals as the basis upon which they assess the playfulness value of hedonic IT. 
This value component, together with musical appeal value and the value for money components are used by individuals for 
developing an overall value assessment. In contrast to hypothesis H2b, ringtone users do not consider social gains when 
developing an overall value assessment. As hypothesized, the overall value assessment of ringtone users affects their 
behavioral intentions to use the technology in the future and to recommend it to others. Overall, the model explained major 
portions of the variation in adoption behaviors – almost 40% of the variance in usage intentions and 55% in positive word-of-
mouth intentions.
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Figure 2: The Structural Model
DISCUSSION & CONCLUSIONS
Several interesting study findings deserve attention. First, it is believed that the suggested third-order factor model accurately 
describes the acceptance of hedonic IT. It exhibits adequate predictive and psychometric properties, and may be extended and 
utilized in future projects. Second, the social value does not have an impact on the overall hedonic IT value in the context of 
ringtones. Indeed, anecdotal evidence suggests that ringtones have become widespread in North America. Therefore, the 
usage of ringtones does not improve the way cell-phone users are perceived, does not impress others, and fails to generate 
social approval. It is recommended that ringtone providers not emphasize social appeal of ringtones in advertising campaigns. 
It may be that social gains are important only when employing a totally new innovative hedonic technology.
Third, the playfulness value, which is formed based on mostly enjoyment and moderately on escapism, is the strongest 
predictor of the overall hedonic IT value with respect to ringtones. This finding is not surprising given that it is the major 
purpose of hedonic IT to facilitate pure enjoyment. Overall, this confirms the validity of the model and suggests that 
providers emphasize the fun aspect when promoting hedonic IT. Fourth, both the musical appeal value and value-for-money 
have a moderate impact on the overall value. In terms of musical appeal, it can be hypothesized that this value deteriorates 
over time as users, especially those who received many calls daily, become accustomed to hearing their ringtones. With 
respect to the value-for-money, its moderate effect might result from a low price of a ringtone. Even though individuals 
directly paid for each ringtone, a low price of ringtones may not be perceived as a substantial financial investment by many 
users. Nevertheless, these two factors still affect the overall value assessment. Accordingly, providers should ensure their 
ringtones are not overly expensive or have low musical appeal. 
Fifth, it has been observed that overall perceived value influences both behavioral usage intentions and the likelihood of 
recommending ringtones to others. The word-of-mouth construct has been mostly utilized in the marketing field, and it is 
relatively new to the MIS field. A very strong value – recommendation relationship may be of interest to ringtone providers. 
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For example, they may offer features and functions allowing satisfied users to forward sample ringtones to their contacts or 
offer other promotional campaigns involving current ringtone users.
Overall, the industry of hedonic IT is a relatively new and fast growing field. There are many successful technologies that 
have been widely adopted by the end-users, and there are enormous markets at stake. At the same time, research in this area 
is at its embryonic stage; academics and practitioners have only a handful of theories, models, and measurement instrument 
available at their disposal. More research is needed to develop an understanding of factors affecting user behavior because
this may help decision makers form vision that will drive the acceptance of hedonic information technologies. We hope that 
other scholars will utilize the findings and will be inspired by this study. 
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